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ABSTRACT 

The concepts of credibility, attraction, power, and 
••homophily" (degree to which source and receiver are similar in 
certain attributes) have been investigated as independent and 
unrelated variables in the communication process. The authors seek to 
establish the relationship of these variables as subdivisions of the 
overriding concept known as source valence. First, they establish the 
theoretical foundations of the four components. Second, they 
summarize previous research on the components and then set goals for 
future research. Third, the authors examine some of the problems of 
the research methodology in this area. Their final suggestion is that 
researchers concentrate more on source valence rather than the 
subsets. (Author/RN) 
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ABSTRACT 



This paper discusses the concepts of credibility, attraction, 
pov^er, and hcmophily as they relate to the higher order concept of 
source valence. The paper considers theoretical, operational, and 
methodological issues related to the improved conceptualization of 
source valgnce. 
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SOURCE VALENCE ; AN IMPROVED CQIICEPTUALIZATIOil 



The concepts of cradibility, attraction, pov/er, and homophily have been 
investigated as independent and unrelated variables in the communication 
process. This paper attempts to establish their relationship as sub-sets 
of the overriding concept labeled "source valence.'" In addition to Ue 
theoretical considerations this paper also considers operational and 
methodological problems in source valence research. 



Theoretical Considerations 

The components of source valence discussed in this section are 
credibility, attraction, poiver, and homophily. The research concerned 
with each of these components is not summarlzGd in tliis paper because 
such summaries and syntheses are readily available. Tiie emphasis here 
is on the conceptualization and theoretical foundation for the study of 
each concept. 

Credibility 

iiost of the source valence research has concentrated on the credibility 
component. Credibility has been defined as the receiver's attitude toi/ard 
a source and operational zed in terms of the dimensions of that attitude. 
Several suimiaries of credibility research (Andersen and Clevenger, 1S63; 
ricGuire, 1969; and Lashbrook, 1971) provide detailed support for the 
observations that folloiv. 



Rhetorical theory has had a significant influence on credibility 
research. Aristotle's emphauis on ethos and Quintilian's concentration on 
tne good man speaking v/ell" have botfTTnf 1 uenced the establishment of 
source credibility as a central variable in communication research. This 
centrality has been justified by the consistent findinq that credibility 
has a significant effect on immediate attitude change, 'although a long- 
term effect has not been confimed (Anderson and Clevenger, 1963; 
• ■cCroskey, 19G8; iicGuire, 196S; and Lashbrock, 1971). 

Consistency tlieory and other attitude change theories (e.g., social 
juagment theory) have provided a more sophisticated rationale for credibility 
research. Consistency theories (congruity, balance, and dissonance 
tjiaories) predict that v/hen an individual has txio or more attitudes which 
are inconsistent with one another, change in attitude will occur. The 
most thorough explanation of dissonance reduction comes from studies 
utilizing various degrees of credibility. Aronson and Carls^ith (1963^ 
for example, hypothesized that attitude change would be a function of the 
conmunicator s credibility and the degree of message discrepancy. The 
rationale for tins hypothesis is based on the assumption that for different 
receivers tha credibility of the communicator and the discrepancy with 
tne ccRimunica-tor's position will be oerceived differently. For the 
communicator wi til perfect credibility (tlie ideal case), attitude change 
woulQ be a linear function of discrepancy. The greater the discrepancy 
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the greater the dissonance and, hence, the greater the attitude change 
that results. As a communicator becomes less creciii-le, the receiver has 
the option of derogating the source as a means of dissonance reduction. 
As the cornrnunica tor's credibility declines, the curve representing attitude 
ciiaiiije vifill decline to the point of zero discrepancy. The results of this 
study support the linear relacionship and consistency theory. There is a 
large body of researcli which supports the proposition that attitude chanqe 
is a function of communicator credibility and the denree of discrepancy. 
Regardless of the obvious limitations of consistency theories, they have 
been extremely usaful in predicting the effects of credibility on attitude 
change. 

Credibility has been analyzed principally in terms of tv.'o dimensions, 
competence and character. Competence refers to the receiver's perception 
of the sourca's expertise an& ability to kncM the issue. Character is the 
rec2iver's perception of the source's trusti-.'orthiness and motivation to 
comunicate the issue honestly. At present, the literature suggests that 
perceived competence has more persuasive impact than oerceived character 
(:icGuire, 1S69). 

Attraction 

Suirmaries of attraction research (Berscheid and Ifalster, 1%9: i^cGuire, 
19G9; and ilcCroskey, Larson, and Knapp, 1971) suggest that consistency 
theory has also provided the primary base for research on this component. 
Consistency theory v/ould predict that tlie receiver's change in orientation 
is a function of the attractiveness of the source. 

Attraction refers to the receiver's identification with the source. 
J^icGuire (19C9) has suggested that there are at least three aspects involved 
with attraction: similarity, familiarity, and liking. Similarity is the' 
extent tiiat a receiver perceives a source to be like him, familiarity refers 
to t:ie frequency of contact or degree to which the receiver knoi.'S the source, 
and liking is the feeling of closeness that a receiver has for a source. 
.icCroskey, Larson, and Knapp (1971) have specified four bases of attraction: 
proximity, physical appearance, rei'/ards, and similarity. Proximity refers 
to the same idea that familiarity does and similarity is the same in both 
concaptualizations. Physical appearance is simoly the source's physical 
attract! v;3ness in terms of the personal tastes and values of the receiver. 
Tlie final aspect, personal rewards, concerns the receiver's anticipation or 
receipt of reinforcement from the source. Researchers have suggested that 
each of these factors contribute to the receiver's attraction to the source 
anc;, consequently, to his orientation. 

Pov/ar 

General discussions of the power component (Collins and Guetzkow, 1964; 
Clark, 19G8; and :icGuire, 1969) indicate that consistency and learning 
tlieorles have both provided bases for research in this area. Learning 
theory predicts that the source will have influence to the denree that the 
rerceivers parcaive his actual or potential ability to reward' them. This 
prediction also relates to the aspect of personal rewards cited in relation 
to tlie attraction component. 
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P^'f^'J^^l'^ps". defined as the actual or potential ability of a source 
to modify t,io behavior of receivers (Collins and Guetzko';, 12CA) At 

lc'^?i^f''%ni'^!!r'?c'^°^ '.'^^^ P''^'**^^^ concern, and 

^cuuiiy Control is tnc source's sanctioninq Doner, concern ref^^rs to 

how much the cares about ccr.ipliance. and scrutiny is the source 's"a^ilitv 

akc rrsoS? •s"SniI!;%^^1r^^' perceptiins of these thrle di> J^ions 
aTTtci tiic soiirv,e s aoiiity to influence. 

Homonhi ]y 

RopQTs and Shoemaker (1971) in their discussion of the diffusion of 
npovarions indicate the iniportance of hornophily to communicatioS effectiveness 
»:ctnophi y" represents the degree to which a source ™eceive? a^^fin S 
aJo'd^fllJ 'r'^^"'"'' and "heterophils refers to the degreri 'S?c ly 
Smnl!^!'^''"** Tno concept of hornophily is almost equivalent to the 
IZulr Z ?ff'* ?"»:action. Hetcrophily, on the other hand, is quite 
similar to \;h3 creciDility dimension of competence. 

innova??o?.r'^sS ^T?^^ ''T" "'^"^ ^^^'^'''^ interpersonal diffusion of 
innovatioiis, ^ut ute relationship uere is more complex. Roqers and Shoerial-er 
nave concluded that most interpersonal diffusion is homophi loS . HowS 
TolT.?.^''.'''l ^'^ iieterophilous, receivers seek sources 'hS* 

W^rl'r ; compet.^nt. Specifically, they seek sources who 

nave perceived to be more competent. Specif ically, they seek sources who 
nave nig.icr social status, more education, more mkss media exnosure! 
greater chance agent contact, and who are more cosmopolite and innovative. 

In comparing the research concerned !-;ith these four ccmnononts of 
racrf H .-"f ^'^V^''^^ differences and several similarities emeroe. The 
Jrodf T ity^TJ'\*f'''' °^ situations and dimensions studied 

CroGi.i.ity research has concentrated on the nulilic setting and the dinensions 

aL Jp^^'rHP^nnlif '^f'^^''- ^^'^^^ 0" attraction has emphasized nroSJ 
and nterpersonal situations and considered tho dimensions of similarity 
familianty, likirg, physical appearance, and personal rewards. Power 
research nas oeen primarily concerned with organizational and community 

sc^ufZ 'i-:%l'T'''''^f °" ^T'"^' °^ ^°"trol, concernTand ^ 
-.1"!'""* "Q^ly l^cnopiiily research hss concentrated on the use of 
luterperscna ana mass communication in communities or society and has been 
concerneo primarily with the homophi ly-hetcrophily concept. 

iti. s^'' Itll °Iiw'^ differences, there are two very significant sinilar- 
itT.b. Firsc, all four bodies of research have relied partially on the same 
...ecrac-.cal base - consistency theory. Second, the rokearch has Snc focSs • 
^ communication. Hot only do the four approaches al exLiiSo 

tne ihr uence of die source, but they investigate it n terms of theTpc-iver's 
oTSe i^'ln^n. t'^'o^c f ^antageous to'begin to inte^raCe our k S edge 

l^eSf thetfraff cSntp" '''''''''''' P-P-^*^-- 

Operational izations 

A persistent problem with all source valence research has been the 
S?c"JilI^^*^°? measurement of the central concept. This section 
cxa-niM.s the Qovelooment of measurement historically. 
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Pre-1960 research utilized a variety of techniquGs to measure sourci- 
valance: ranking, sociograrns, prestige indices, linear rating scales, 
Thurstone scales, Likert scales, and senantic differential scales In 
tiieir summary of credibility research Andersen and Clevenaer (19G3) 
recoTinended that the dimensions of crccilility should be explored throuoh 
multivariate analysis (in terms of variety of auditors, soeakers, and ' 
situations) using semantic differential techniques. That" challenas has 
only been partially fulfilled. 

14 4.../°^*'^^^° research on attraction, power, and homophily has resulted in 
little measurement improvement. Credibility research, on the other hand, 
.las produced measurement improvements via factor analysis. liumerous studies 
nave attempted to establish source credibility as a multi-dimensional 
construct (i.e., Andersen, 19C1; Serlo and Lenert, 1961; Lemert, IQCS: Kinn, 
l^o6; .icCroskey, 19GG; i'larkham, 19G3; Whitehead, IQCfj; Berlo, Lemert, 'and " 
.•lertz, 1959; Fulton, 1970j HcCroskey, 1971; licCrcskey and .icCaln. 1572; and 
..cCroskey and Hamilton, 1972). The dimensions of competence and 'character 
(Berlo and Lemert, 1961; HcCros 1966; and Berlo, Lemert, and Hertz, 
19u9) are clearly credibility factors. In addition., credibility research 
nas begun to isolate other dimensions of source valence. A dynamism factor 
isolated oy Berlo and Lemert (1961) is not really credibility, because it 

15 not exclusively evaluative. The physical attraction factor (Hamilton and 
hunter, 1971) is part of the attraction component not credibility, and the 
homophily dimension found by HcCroskey and Hamilton (1972) is also definitely 
net credibility. Credibility research, unintentionally, has none beyond its 
original scope to isolate several dimensions of the broader concent of source 
valence. 



Future research will achieve tuo goals: establishing other dimensions 
anc; determining the relative importance of the dimensions for various 
contexts. McCroskey and licCain (1572) have found additional dimensions of 
source valence not directly specified by previous research: task attraction, 
social attraction, and physical attraction. Uhen researchers begin 
examining source valence rather than its comoonents, several other dimensions 
'..'ill probably emerge. The other goal, determininq relative importance, will 
also improve conceptualization. King (1971) is the only researcher, at 
present, v.'ho has attempted to deterr^ins the relative imoortance of dimensions 
in a variety of contexts. He considered both source credibility and similarity 
(attraction and homophily) research in the derivation of his hypotfieses. The 
two bodies of research suggest different results. Credibility research 
suggests that dissimilarity (differences in competence and trustworthiness) 
produces more attitude change and similarity research suggests that similarity 
prepuces more attitude change. He found that regardless' of message type 
the objectively dissimilar source (in terms of competence) was more persuasive 
t'lan tne objectively similar source and the subjectively similar source (in 
terr.is of attitudes, values, and interests) was more persuasive than the sub- 
jactivoly dissimilar source. This interaction effect helps explain much of 
the confusion associated u'ith the research of these two components, iiore 
researcii to investigate the relative importance of source valence dimensions 
in a variety of communication contexts is needed. 
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." lethodol ogi cal Cons i derati ons 

„,.«.^®^?r^V°*''^'' problem existent in source valence rosoarcii need to be 
noccd. First, present research models are highly inadequate The heaw 
reliance on ana ysis of variance is um-arranted because it does ot pJo^ide 
enoug.i information and, specifically, does not allow for a syste ati? 
comLination of variables. The regression nodal is an inp?oveinen .,any 

ifLarSv^ rJlJ^L^rr'' ''^^^ V^^l^'i'. °^ ^^"'^"^^ ^"^ regression assume 
linea u-y. Unfortunately, some of the dimensions of source valence may not 

.lave linear relationships vnth important communication variables. Other 
research mooels are necessary. 

Second, researchers need to develop more isomorphism between theory 
ana data ano oetween data and analysis. Too often the data dictates the 
analysis ratner than the theory providing the basis for design considerations. 

A third problem concerns reporting, llith such arv^at diversity in 
conceptualization of source valence properties careful reoortinq is essential 
In a review of oyer 50 studies Lashbrook (1971) found that over^one-Jh^^S of 
rw.,!- 1 ST^*:'^" "° theoretical rationale for the development of hypotheses. 

nnLf .'"""^ neglected and measurement v4 

usually poorly explained and justified. Procedure and results sections 

incomplete. In order to integrate research findings it is extremely 
important that reporting be complete and accurate. A«.re..!Liy 

A final consideration is the control of source valence. There are 
really three problems associated with control. First, it is clear that sourcf> 
valence nay act as a contaminating variable in manv tynes of research. ^-Hth ' 

can be used to generate covariates to " 
extract ti.e ei.ects of source valence. A second problem is the control of 
sou:xG valence as an independent variable. Inductions may be ineffective 
tor several re=isons. A common problem occurs v/ith the use of a supposedly 
wel i-.<no>;ii exp-rt whom the subjects do not knot.-. This can be corrected by 
pro oGstiiig sources with a control group. A more common problem occurs with 
>..=t: -^nnus low valence source when introductory information does not makp the 

P'^i'?' M '?o\'o?"^'' ^-^search (Lashbrook, Daley. 

I.dmi .ton and Todd, 1972) may eventually provide a method for inducinq 
creuibilit^/ on the basis of the infonnation seeking behavior of the receivers 
i • y • f • ^'"f-^jctive because only one dimension has been 

.^a..,.j]ated. A tliird control problem is associated i.'ith experimenter bias. 
H.s.archer sponsorship increases the likelihood that subjects will view the 
message as '.orthy of consideration. Holtzman (196C) examined this effect and 
tOL.nu tiat instructor sponsorship, but not unfamiliar sponsorship had a 
that°2ffeSt '^"^''^'"''^^'^^ sponsorsf.ip should be used to prevent 

In conclusion, in addition to the operational and methodological 
recommendacions, ue v.-ould suggest that researchers should concentrate on 

fn?r$?Jn "•^/^^'''^-.^''f ^"^s^ts. This higher order conceot- 

ualizatioh will provide for an improved basis for theoretical developnient 
ii-i r-.osc .iiia-vrly rosaarchod variable has only begun to' be researched :ic'; 
ques-cioiis raroer tnan answers havo been' the product of previous rcs<>arch ' 
^ Source valence is a complex concept about which little is yet known!! 
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